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  The innovation of marketing module is an important factor of corporate marketing 
mechanism construction. Service sale is not only a new direction of marketing 
mechanism, but also the key point for enterprise to build up good relationship with 
customer. Based on the competitive environment of network power equipment 
manufacturing, and the background of declining profit margin of simple equipment 
sales, the article use the well-known manufacturer of the industry--“Emerson 
Network Power” as the research object, trying to develop an efficient way to execute 
service sale, create new revenue source and promote the company’s transformation 
in service area. 
  Based on the service sale theory, standardized analysis frame is adopted in the 
research. With analysis of industrial characteristics, the article concentrate on the 
analysis of target customer base, the service product constitution, the market 
environment of service sale and the main competitors etc. With the recognition of 
external situation for service sale in network power industry, the current status of 
service sale in Emerson is analyzed in great detail which including the development 
history of service sale, the current situation of service sale mechanism and the  
problems to be solved etc.  
For strengthen purpose, reference and comparison is made within domestic and 
international service sale module and the connotation of service sale in related 
industry, strengths and weakness are summarized for Emerson, with the theory 
guidance of “7Ps” of service sale, the feasible strategy and suggestions are raised in 
systematic way. With target market, product strategy，channel and promotion policy, 
the content covers all the fields of service sale. Full set of new idea of service sale 
strategy are concluded for network power industry, which has important reference 
value for service sale strategy formulation and will act as the guidance for building 
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    第二章理论回顾部分。回顾了服务营销理论、服务营销的发展历程、国内
外服务营销研究综述，这也构成了本文的理论基础。 
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